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At present, many scholars study on corporate social responsibility. However, in 
the field of tourism, research shows a relative lack of natural scenics social 
responsibility and its relationship to the tourists’ perception. When various natural 
scenic spots are pursued for income and profits, we also need to undertake the social 
responsibility checks in these spots. As natural scenic areas are facing a gradual 
deterioration of the environment and also there are various tourism fraud problems, 
the local culture has been gradually swallowed. This circumstance has led to an even 
more serious problem of sustainable tourism development. This study considers that it 
is very important to solve these problems. Therefore, this research studies the 
relationship between tourist perception and their behavior toward social responsibility 
in natural scenic spots. The research can help us to further understand the perception 
of tourists on social responsibility, and also enhance the tourists’ perceived value of 
products or services. Due to the fact that tourists come from different continents and 
countries have different languages, cultural background and/or behavior, their 
perception of natural resources and emphasis on social responsibility may also be 
different. In addition, when there's a general increase in price in these spots, we can 
also understand the relationship between tourists' loyalty and their willingness to pay 
more for these natural scenic spots governed by the principle of social responsibility 
Based on this research, data collected on Phi Phi Islands (National Park in Krabi, 
Thailand), analyzed by SPSS statistics 22.0 and AMOS24.0. This analysis is based 
on: the overall performance of the natural scenic social responsibility, influences the 
tourists’ perceived value in various dimensions, their loyalty and willingness to pay; 
the direct and indirect effects of perceived value on loyalty and willingness to pay; 
the different of tourists origins and its role on the difference between perceived social 
responsibility and perceived value of the scenic spots. 
The conclusions of this study are as follows: the overall performance of CSR has 
a direct positive impact on perceived value. However, the overall performance of 
CSR in natural scenic spots has no significant direct positive impact on tourists' 
loyalty and willingness to pay. This overall performance will have an indirect impact 
on tourists' loyalty through perceived value, and also indirectly affect the willingness 
















responsibility, loyalty and the willingness to pay. Moreover the tourists' origins have 
a significant regulating effect on the relationship between CSR performance and 
perceived value. 


















1 绪论 ........................................................................................................................ 1 
1.1 选题背景与意义................................................................................................ 1 
 1.1.1 选题背景 ................................................................................................... 1 
 1.1.2 研究意义 ................................................................................................... 5 
1.2 研究目的与创新................................................................................................ 6 
 1.2.1 研究目的 ................................................................................................... 6 
 1.2.2 研究创新 ................................................................................................... 7 
1.3 研究思路与方法................................................................................................ 7 
 1.3.1 研究思路 ................................................................................................... 7 
 1.3.2 研究框架 ................................................................................................... 9 
 1.3.3 研究方法 ................................................................................................. 10 
1.4 研究基本内容 .................................................................................................. 10 
2 文献综述 ............................................................................................. 11 
2.1 企业社会责任、旅游企业社会责任 ............................................................. 11 
2.1.1 企业社会责任的概念、分类 ................................................................... 11 
2.1.2 旅游企业社会责任的内容、分类 ........................................................... 14 
2.1.3 小结 ........................................................................................................... 16 
2.2 企业社会责任与消费者行为的研究综述 ..................................................... 17 
2.2.1 企业社会责任与购买意向、满意度、忠诚度的相关研究 ................... 17 
2.2.2 企业社会责任影响消费者购买意向、忠诚度的中介变量 ................... 18 
2.2.3 感知价值的中介作用 ............................................................................... 20 
2.2.4 影响企业社会责任对消费者购买意向的调节变量 ............................... 23 
2.2.5 小结 ........................................................................................................... 24 
2.3 旅游企业社会责任与消费者感知及忠诚的研究综述 ................................. 25 
2.3.1 旅游企业社会责任与购买意向的研究 ................................................... 25 
2.3.2 旅游企业社会责任与消费者购买意向影响之间的中介变量 ............... 26 
2.3.3 旅游消费者感知价值作为中介变量 ....................................................... 26 
2.3.4 影响旅游企业社会责任对消费者购买意向的调节变量 ....................... 30 
















2.4 企业社会责任与游客满意度、行为意愿的研究综述 ................................. 31 
2.4.1 满意度的定义、内容 ............................................................................... 31 
2.4.2 行为意愿的定义、内容 ........................................................................... 32 
2.4.3 游客满意度与推荐意愿、支付意愿的关系研究 ................................... 32 
2.4.4 旅游企业社会责任与满意度及行为意愿的相关研究 ........................... 33 
2.4.5 小结 ........................................................................................................... 33 
2.5 本章小结 .......................................................................................................... 33 
3 研究设计 ............................................................................................. 36 
3.1 研究模型与假设.............................................................................................. 36 
3.1.1 研究总体模型 ........................................................................................... 36 
3.1.2 研究假设 ................................................................................................... 36 
3.2 量表设计 .......................................................................................................... 38 
3.3 抽样方法与设计.............................................................................................. 40 
4 调查结果与数据分析 ......................................................................... 41 
4.1 样本情况分析 .................................................................................................. 41 
4.2 信度和效度检验.............................................................................................. 43 
4.3 验证性因子分析.............................................................................................. 49 
4.4 方差分析 .......................................................................................................... 53 
4.5 相关性分析 ...................................................................................................... 61 
4.6 路径分析 .......................................................................................................... 63 
4.7 旅游感知价值的中介作用 ............................................................................. 66 
4.8 客源地差异调节作用分析 ............................................................................. 68 
4.9 本章小结 .......................................................................................................... 70 
5 结论与展望 ......................................................................................... 72 
5.1 研究结论 .......................................................................................................... 72 
5.2 研究局限与展望.............................................................................................. 74 
5.2.1 研究局限 ................................................................................................... 74 
5.2.2 研究展望 ................................................................................................... 75 
附录 ........................................................................................................ 76 
附录 1：调查问卷（中文版） ............................................................................ 76 
附录 2：调查问卷（英文版） ............................................................................ 79 
















参考文献 ................................................................................................ 85 






























1 Introduction.......................................................................................... 1 
1.1 Background and significance .......................................................................... 1 
 1.1.1 Research background ................................................................................. 1 
 1.1.2 Research meaning ...................................................................................... 5 
1.2 Research purpose and innovation .................................................................. 6 
 1.2.1 Research purpose ....................................................................................... 6 
 1.2.2 Research innovation................................................................................... 7 
1.3 Research ideas and methods ........................................................................... 7 
 1.3.1 Research ideas ........................................................................................... 7 
 1.3.2 Research framework .................................................................................. 9 
 1.3.3 Research method ...................................................................................... 10 
1.4 Research content ............................................................................................ 10 
2 Literature review ............................................................................... 11 
2.1 Corporate social responsibility (CSR) and CSR in tourism ...................... 11 
2.1.1 The concept and classification of CSR ..................................................... 11 
2.1.2 The concept and classification of CSR in tourism .................................... 14 
2.1.3 Summary ................................................................................................... 16 
2.2 Review of research on CSR and consumer behavior .................................. 17 
2.2.1 CSR research on purchase intention, satisfaction and loyalty ................... 17 
2.2.2 The mediating variables of CSR on consumers' purchase intention and 
loyalty ........................................................................................................ 18 
2.2.3 The mediating effect of perceived value ................................................... 20 
2.2.4 The moderating effect of CSR on consumers' purchase intention ............ 23 
2.2.5 Summary ................................................................................................... 24 
2.3 Review of CSR, consumer perception and loyalty in tourism enterprises 
  ................................................................................................................... 25 
2.3.1 Research on the CSR and purchase intention in tourism enterprises ........ 25 
2.3.2 The mediating variables between the impact of CSR in tourism and 
consumer purchase intention ..................................................................... 26 
2.3.3 Perceived value of tourists as an intermediary variables .......................... 26 
2.3.4 The moderating variables effecting CSR and consumers' purchase intention 
in tourism enterprises ................................................................................ 30 
















2.4 Review of research on CSR, tourist satisfaction and behavioral intention 
 ......................................................................................................................... 31 
2.4.1 Definition and content of satisfaction ....................................................... 31 
2.4.2 Definition and content of behavioral intention.......................................... 32 
2.4.3 The relevant research on the relationship between tourists' satisfaction, 
willingness to recommend and willingness to pay .................................... 32 
2.4.4 The research on the relationship between tourism CSR, satisfaction and 
behavioral intention ................................................................................... 33 
2.4.5 Summary ................................................................................................... 33 
2.5 Chapter summary .......................................................................................... 33 
3 Research design .................................................................................. 36 
3.1 Research model and hypotheses ................................................................... 36 
3.1.1 Research model ......................................................................................... 36 
3.1.2 Research hypothesis .................................................................................. 36 
3.2 Scale design ..................................................................................................... 38 
3.3 Sampling method and design ........................................................................ 40 
4 Survey results and data analysis ...................................................... 41 
4.1 Sample analysis .............................................................................................. 41 
4.2 Reliability and validity test............................................................................ 43 
4.3 Confirmatory factor analysis ........................................................................ 49 
4.4 Variance analysis ........................................................................................... 53 
4.5 Correlation analysis ....................................................................................... 61 
4.6 Path analysis ................................................................................................... 63 
4.7 Mediating effects of perceived value ............................................................ 66 
4.8 The tourists’ origins and its regulating effects  ........................................... 68 
4.9 Chapter summary .......................................................................................... 70 
5 Conclusion and Prospection ............................................................. 72 
5.1 Research conclusion ....................................................................................... 72 
5.2 Research limitations and future prospects .................................................. 74 
5.2.1 Research limitations .................................................................................. 74 
5.2.2 Future prospects ........................................................................................ 75 
Appendix ................................................................................................ 76 
Appendix 1: Questionnaire in Chinese .............................................................. 76 
Appendix 2: Questionnaire in English ............................................................... 79 













Degree papers are in the “Xiamen University Electronic Theses and Dissertations Database”. Full
texts are available in the following ways: 
1. If your library is a CALIS member libraries, please log on http://etd.calis.edu.cn/ and submit
requests online, or consult the interlibrary loan department in your library. 
2. For users of non-CALIS member libraries, please mail to etd@xmu.edu.cn for delivery details.
厦
门
大
学
博
硕
士
论
文
摘
要
库
